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Parliament Party Zone Evolution 


BACKGROUND 

Parliament currently has six packings supported in various geographies throughout the 
country, including Region 1, Florida and Chicago. In May 1999, the Parliament brand will 
be relaunched nationally with its existing two lights kings box packings, as well as two 
new full flavor kings box packings. 

The Parliament brand will be positioned as a full flavor brand for experienced YAS. Prime 
prospects include YAS of Camel, Winston, Newport and Marlboro outswitchers. 

A new advertising campaign, packaging and substantial promotional support, including 
retail promotions, direct mail and events will be launched nationally beginning in May 
1999. 

The existing Parliament event, The Party Zone, was introduced in 1994 and has been a 
very successful tool in the growth of Parliament’s YAS share. It is well liked by both 
Parliament and competitive smokers and is a significant sources of names, generating over 
80% of the 1997 names collected by the brand. Competitive YAS attending a Parliament 
Party Zone event perceive the brand to be fun, popular and for modem young adult 
smokers. 

It is believed Parliament Party Zone could be a viable and successful tool to generate new 
brand awareness, trial and communicate the brand's bold new imagery. Modified program 
objectives and evolution strategies for Party Zone have been outlined below. 


PARTY ZON E OBJE CTI V ES 

• Build awareness of the “new” Parliament brand among YAS nationally. 

• Communicate Parliament’s slightly aspirational, escapist, bold, new imagery. 

• Encourage product trial and purchase opportunities among competitive YAS. 

• Generate YAS names for the database. 


EYQLmiQ N - SX RAXE GY 

• Refresh/evolve creative look to be consistent with new full flavor imagery while still 
maintaining some of the equity in the current logo/look. 

• Incorporate new technologies and ideas to generate “news”, maximize YAS appeal and 
create a “big splash" nationally. 

• Develop unique and proprietary program elements that are “ownable” by Parliament 

• Minimize overlap with Marlboro venues whenever possible. 


Source: https://www.industrydocuments.ucsf.edu/docs/gtfy0004 
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AUDIE NC E P ROFILE 

YAS of Camel, Winston, Newport are the primary focus of this proposition. However, 
the positioning of this “new” brand is slightly more upscale and sophisticated than Camel, 
Winston or Newport, 

A demographic profile of prime prospects follows: 


.Camel_ Wmm _Martac_N ew port 


Gender: 

74% Male 
26% Female 

Ethnicity: 

89% White 

% LA-24 yrs old: 

33% 

% 25-34 yrs old: 

26% 

Income $30K+: 

61% 

Education (Some College): 

48% 


61% Male 

57% Male 

51% Male 

39% Female 

43% Female 

49% Female 

86% White 

87% White 

38% White 

6% 

25% 

34% 

11% 

33% 

32% 

68% 

64% 

57% 

48% 

44% 

36% 


GE O GRAPHI C -SCOPE 

A list of thirty-one potential markets follows (in no order): 


JBsgiojli_ 

Hartford 

Philadelphia 

Rhode Island 

New York 

Boston 

Buffalo 

Syracuse 


Region 2 _ 

Washington 

Baltimore 

Miami 

Atlanta 

Tampa 

Orlando 


Region 3 _ 

Dallas 
Houston 
St. Louis 
Waco 

Kansas City 
Albuquerque 


Region 4 _ 

Chicago 

Detroit 

Cleveland 

Milwaukee 

Pittsburgh 

Minneapolis 


.BfigmS- 
Sealtle 
Portland 
San Francisco 
Los Angeles 
San Diego 
Denver 


TIMING 


The program should be in field nationally by May/June 1999 and run throughout the 
remainder of the year. 


EUDGEE 

Total program Brand budget is estimated at $15 million. 


Source: https://www.industrydocuments.ucsf.edu/docs/gtfy0004 
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